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Wise use of luxury goods can lead to better effects. This research proposes 
that mixed use of less known and well-known luxury brands compared to  
use of all well-known or all less-known brands increases perceived status 
when well-known brands are in luxury (vs. non-luxury) domain. Since, 
luxury goods increase value with perceived exclusiveness, unfamiliarity 
exerts positive (vs. negative) influence on luxury (vs. non-luxury) brand 
perception. However, if luxury brand is less known, how can observers 
interpret less known brand as high end brand? We propose that the 
simultaneous presentation of well-known luxury brands elicit assimilation 
effect, making observers infer unfamiliar brands as one of the luxury brands. 
As a result, mixed use of less known and well-known luxury brands 
compared to use of all well-known or all less known luxury brands elicits 
higher status inference of the observer.   
 
Keyword : luxury, assimilation effect, dissociative motive, status signaling 
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Chapter 1. Introduction 
 
As the saying goes, “a successful man can not realize how hard an 
unsuccessful man finds life,” there are things that are only known to the in-
type members, but are not shared between groups. Suppose that one day 
you encounter two people in turn, one covered with all familiar luxury 
brands, and the other with familiar luxury brands but with one unfamiliar 
brand. Will the third person’s judgment of the two differ? Will the judgment 
of the ambiguous (unknown) brand affected by contextual information? 
Will there be any difference if familiar brands were luxury or non-luxury 
brands? These questions will be addressed in the current research. 
‘Schiaparelli’ and ‘Zuhair Murad’ may not be familiar to most people but 
these are actual high end haute couture brands. Because there’s so many 
high-end brands in Europe alone, fashion experts accept the fact that there 
are many unknown luxury brands that are used exclusively within high class 
members. Even media gave out false brand information about the fashion 
items worn by the topmost class. In luxury domain, unfamiliar brands are 
less likely to be diluted in signaling value, whereas familiar brands allow for 
more opportunities of imitation and mass counterfeit production (Wilcox, 
Kim, and Sen 2009). Thus, use of less known brand may elicit high status 
inference, when observers infer it as one of luxury brands. Then what would 
influence observers to infer unfamiliar brand as high-end brand? - a brand 
that dissociates topmost class from next-most class. 
To address this question, the article proposes the assimilation effect of 
context information on target evaluation in mixed use of less-known and 
well-known luxury brands. Previously many studies already examined the 
effect of context on target evaluations. First, a sufficient amount of 
knowledge is needed to interpret the given priming information. Herr (1989) 
 
２ 
found that priming with moderately priced products leads to assimilation 
effect, but only when one has the ability to interpret the priming context 
with different price levels. Second, anchoring effect, making a judgment 
based on the initially presented value (Tversky and Kahneman 1974), 
prevails to fill the gap by clinging on to accessible surrounding information. 
The anchoring effect is irresistible in that even when the information seems 
uninformative (Tversky, and Kahneman 1974), even when participants are 
highly motivated to be uninfluenced (Wilson et al. 1996), and even when 
they are experts in that domain (Mussweiler et al. 2000), the effect still holds 
for the judgment. Context effect cannot be easily ignored with a sufficient 
amount of knowledge because it operates without cognitive awareness. 
Third, same contextual information can elicit both assimilation and contrast 
effect. When the target and the contextual brands are from a different 
category, experts use prior knowledge to infer benefits from the context and 
assimilate it to the target brand evaluation, but novices would simply 
contrast two products. However, when the contextual information is highly 
accessible the reverse effect occurs – highly accessible information alerts 
experts for correction contrast, whereas novices adopt context information 
leading to assimilation effect (Nam, and Sternthal 2008). Also, due to 
semantic anchoring effect - judgment based on the meaning of the options 
- when a sequential item is classified as similar to the reference object 
assimilation occurs, but when classified as dissimilar to the reference object 
contrast occurs (Chernev 2010). Unfortunately, there has been not many 
studies focusing on the assimilation effect in luxury domain. Luxury brands 
were used to manipulate valence or price of contextual information, and 
mainly used as a tool to examine assimilation and contrast effect. However, 
there’s a lack of research on assimilation effect in the luxury use context.  
This research proposes that mixed use of less known and well-known 
luxury brands compared to the use of all well-known or all less-known 
brands increases perceived status when well-known brands are in luxury (vs. 
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non-luxury) domain. The initial encoding of an unfamiliar brand as one of 
the luxury brand leads consumers to evaluate unfamiliar brand as high-end 
brand, more exclusive and higher in value than other well-known luxury 
brands. This effect emerges because observers infer dissociative motive – the 
desire to avoid association with lower class luxury users. For instance, while 
the lower class have high demand for loud counterfeit goods, the high class 
correctly decipher and prefer subtle (vs. loud) luxury goods (Han, Nunes 
and Dreze 2010). Thus, the use of less known luxury brands may signal high 





Chapter 2. Theoretical Background 
 
2.1. Contextual Priming Effect 
 
In this section, two-stage model of contextual priming effect on 
interpretation and judgment process, which underlies the occurrence of 
context effect, is reviewed and the activation of assimilation effect in the 
mixed use of less known and well-known brands is explained further. Next, 
the rationale for the higher status inference from the mixed use of brands, 
and dissociative motive of high status, the underlying mechanism of higher 
status inference, is described in detail.   
Judgment is deferred until one has accessible cues to evaluate. While 
ambiguous stimuli are uncertain and questionable, unambiguous stimuli are 
well-understood before-hand. Thus, ambiguous brand is open to both 
negative and positive evaluations because there’s not enough ‘hints’ for 
explicit judgment. Then, most accessible context information can be used as 
a standard for evaluating the ambiguous brand. However, without any 
particular knowledge context information is not accessible. Higgins (1996) 
asserts that availability is a necessary condition for accessibility to operate, 
meaning some particular knowledge should be available in the first place for 
accessibility. Higher the accessibility, more likely a standard will come to 
mind, and it will categorize stimulus information. Therefore, most recent 
and accessible information works as a reference to make a judgment (Herr 
1989).  
Contextual information influence target evaluation through one of the 
two processes, and general studies on context effect agree on the two-stage 
model of context effects (Schwarz and Bless 2006). One is called an 
interpretation or encoding stage, used when the goal is to disclose the target 
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object’s features and characteristics (Stapel and Koomen 2001). When 
contextual information is used for interpretation, assimilation effect occurs 
judging an object in the same direction as the primed category. Thus, when 
contextual items are positive in valence then the target item evaluation 
becomes more favorable in the interpretation stage. The other process called 
judgment or comparison is used when the goal is to discern whether the 
target brand is superior or inferior to the standard. When contextual 
information is used for judgment, the contrast effect occurs, stimulating the 
perceived difference between the target and context (Mussweiler 2003; 
Wilcox, Roggeveen, and Grewal 2011). Thus, when contextual items are 
positive in valence then the target item evaluation becomes less favorable in 
the judgment process.  
According to Kim and Meyers-Levy (2007) context effect on target 
evaluation does not have to be one of the interpretation or judgment 
processes. Rather than directly moving onto interpretation or judgment stage, 
due to the ambiguity of the target object, the contextually activated concept 
can be used in the encoding stage to form an initial assimilation effect. After 
forming an initial impression of the ambiguous target through assimilation, 
the activated initial interpretation can be further used as a standard of 
comparison in the judgment stage. In the previous study, consumer’s 
processing mindset and product positioning (e.g., abstract vs. concrete) were 
introduced as moderating factors that determine whether initial 
interpretation assimilates or contrasts at the final judgment stage.  
The present research agrees with Kim and Meyers-Levy (2008) that initial 
assimilation occurs when the target is ambiguous, forming an impression, 
for the following reasons. First, in accordance with the previous studies this 
research used hypothetical object as an ambiguous brand, and thus initial 
assimilation effect is necessary to form some kind of impression about the 
less known brand. Second, in the high context salience, participants are 
more likely to assimilate in the encoding stage because high familiarity and 
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accessibility evoke similarity focused relational mindset. Highly accessible 
concepts have been known to have a tremendous influence on the encoding 
of the target information (Higgins et al. 1977). Thus, luxury brands that are 
highly salient than other non-luxury brands are more likely to evoke 
relational mindset. Third, contextual information closely associated with 
each other leads to assimilation effect. For example, when initially presented 
option belongs to the same category as the subsequent target, then 
assimilation rather than contrast effect occurs (Chernev 2010). Finally, the 
simultaneous presentation of context brands fosters assimilation than 
contrast. The difference is pronounced in sequential presentation, but 
simultaneous presentation evokes assimilation (Wedell et al. 1987). Also, 
sequential presentation method was used to manipulate item-specific 
processing mindset, which entails separate consideration of each data (Kim, 
and Meyers-Levy 2008). In this context, simultaneous presentation of well-
known luxury fashion brands may elicit assimilation effect and observers 
may infer that the unfamiliar brand is one of the high end brand.  
Eventually, mixed use of lesser-known and well-known luxury brands 
may lead to higher status inference compared to use of all well-known 
luxury brands. Then why would less known luxury brands are considered as 
high end brands? The rationale for this prediction is described in the 
following section.  
 
 
2.2. Taste Divergence of High-Status 
 
Tastes signals one’s social identity and preference, so for a certain taste to 
hold explicit meaning convergence of in-group members is necessary. As 
coordination hypothesis suggests “tastes gain meaning as signal in a social 
process as they are expressed by similar types of individuals” (Berger, Heath, 
and Ho 2005). People rely on external attributes to make inferences about 
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others when internal attributes are not available. Thus, abandonment of old 
tastes and adoption of new ones occurs consistently to avoid 
misidentification. Then what is the most effective way to signal identity? 
Based on afunctionality hypothesis, domain low in functionality is most 
suitable for expressing identity. According to previous studies, compared to 
utilitarian products, identity relevant products elicited more 
personality/individuating descriptors such as personality judgments, 
impression, and interests of the target (Shavitt and Nelson 1999). Luxury 
has been commonly used as a way to signal desired identities such as 
prestige (Han, Nunes, and Dreze 2010), status (Fuchs, Parndelli, Schreier, 
and Dahl 2013), and affluence of resources (Griskevicius et al. 2007). 
However, counterfeit luxury products and mass-production system lowered 
the entrance barrier of luxury for the middle and low, diluting the signaling 
value. Thus, as the next-most class imitate the luxury taste of the high class 
it no longer functions as an effective signal, so as an alternative path high 
status seek new sophisticated and prestigious signals - low cost for in-type 
members but high cost for others. Based on the four categories of costs: 
functionality, effort, opportunity, and communication costs (Berger, Heath, 
and Ho 2005), luxury products are low in functionality but high in hedonic 
value, so functionality cost applies to all luxury. However, high-end luxury, 
in addition to functionality cost, asks for communication cost – tastes that 
can be attained through extensive interaction among in-type members 
(Berger, Heath, and Ho 2005).  
Therefore, unfamiliarity may exert positive (vs. negative) influence on 
luxury (vs. non-luxury) brand perception. Previous research suggests that 
luxury goods increase value with perceived exclusiveness (Hansen and 
Wanke 2011), but in non-luxury domain, people preferred familiar brands 
regardless of their quality (Hoyer and Brown 1990). Hence, mixed use of 
less known and well-known brands’ effect on status inference may hold 
only when well-known brands are luxury (vs. non-luxury). Next, the 
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underlying mechanism of higher status inference from mixed use of less 
known and well-known brands is discussed.  
 
 
2.3. Dissociative Motive of High Status 
 
According to optimal distinctiveness theory (Brewer 1991), people try to 
balance the two opposing needs - assimilation with others and 
differentiation from others. Prior work of optimal distinctiveness theory 
suggests that salient out-group comparison resolves the need for 
differentiation (Brewer1991). However, recent study discovered that 
consumers simultaneously resolve the need to differentiate and assimilate 
from a single choice, but dimensions people choose to differentiate or 
assimilate change from situational cues (Chan, Berger, and Van Boven 2012). 
For instance, people choose certain brands to signal their association with 
in-group, but at the same time choose less popular color for differentiation. 
Thus, similarly, use of less known luxury brands makes observer to infer 
user’s motive to dissociate from other luxury users, because uniqueness 
motive prevails within groups rather than between groups.  
Using lesser-known luxury brand strengthens one’s association with high 
status social group but simultaneously differentiate oneself from other 
conspicuous luxury users, who has limited access to luxury brands except 
for popular ones. Dissociative effect occurs when “people seek to maintain a 
positive self-worth by avoiding association with a negatively viewed group 
(White, Argo, and Sengupta 2012). Need for dissociation heightens when 
the product is symbolic and when one wishes to avoid association with 
certain reference group. In this sense, dilution of status signal of well-
known luxury brands may elicit high status individuals to diverge from the 
mass use of luxury and observers may also infer this hidden desire of 
dissociative motive of high class.  
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According to previous studies, high-status individuals adopt different 
ways to differentiate themselves from conspicuous luxury users. One way is 
to use subtle signals of luxury (e.g., small logo). The desire for distinction, 
regardless of vertical or horizontal differentiation, was the underlying 
mechanism explaining one’s preference for subtle luxury products (Berger 
and Ward 2010). Another way of differentiation is to adopt low tastes and 
mix and match with high tastes. The high-status feel strongest identity 
threat from the middle-status so, adoption of low tastes effectively 
differentiate the upper class from the middle class (Feltovich et al. 2002; 
Bellezza and Berger 2019).  
Other possible way of differentiation would be the adoption of exclusive 
luxury brands. Communication costs asks for interaction with high-status 
members to get informed about lesser-known high end brands. Therefore, 
when observers interpret unfamiliar brand as luxury brand then it serves as 
a vertical rather than horizontal differentiation point. In summary, mixed 
use of less known and well-known luxury brands elicits higher status 
inference of the observer, because the adoption of lesser-known luxury 
signals user’s motive to dissociate from lower class luxury users. 
 
 
Overview of the Present Research 
 
The present research suggests that people infer higher status from mixed 
use of less known and well-known luxury brands. The underlying 
mechanism of higher status inference from others mixed use of luxury 
brands, perceived dissociative motive of high status is examined.  
Pilot study tests whether higher status inferences differs between all well-
known and mixed brands use conditions, and between all less known and 
mixed brands use conditions. Study 1 further examines higher social status 
inference from others mixed use of well-known and less known luxury 
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brands compared to use of all well-known luxury brands. Study 2 closely 
examines the underlying mechanism – perceived dissociative motive - and 
test whether presence of less known brands themselves increase perceived 
status. Finally, Study 3 illustrates the moderation effect: brand domain 





Chapter 3. Experiments 
 
3.1. Pilot Test 
 
A pretest was conducted to create an inventory of luxury and non-
luxury brands with similar affection and high familiarity. Separated study 
was conducted for luxury (n=18) and non-luxury (n=32) and participants 
evaluated 17 brands on perceived familiarity (1 = “very unfamiliar,” “not at 
all informed” to 7 = “very familiar,” “very informed”) adopted from Lee, 
and Shavitt (2009), and brand affect (1 = “very strongly disagree” to 7 = 
“very strongly agree) adopted from Chaudhuri, and Holbrook (2001), and 
these were averaged. Finally, 12 brands were selected as familiar luxury and 
non-luxury context brands with similar likeability within its category. Made 
up brands were used as lesser-known brands (see table 1). 
 
TABLE 1: 
Context Brands with Similar Familiarity and Affection 
 
 
In the pilot study (N=50), participants (44.0% female, Mage = 37.07) 
were randomly assigned to either mixed or all less known brands condition 
paired with all well-known brands. First, all respondents were asked to pay 
attention to the two images excerpted from an Instagram page, showing 
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stylish fashion model in New York with brand information on the side. The 
left image depicted mixed – less known (hypothetical) and well-known 
luxury – brand logos or all less known (hypothetical) brand logos, and the 
right image depicted all well-known luxury brand logos. In order to 
eliminate image effect, the pictures were counterbalanced (half of the 
participants saw the woman standing, and the other half saw woman 
walking as mixed use condition; see appendix A). Then participants were 
asked to choose a higher status between the two. 
 
Results 
The choice of higher status differed between mixed and all less known 
conditions (χ2(1)=3.79, p=.05). In mixed condition, people chose mixed 
user more than all well-known brands user as higher status (60.9%mixed vs. 
39.1%all well-known), but in all less known condition (33.3%all less known vs. 66.7%all 
well-known) the effect reversed.  
 
TABLE 2: 
Higher Status choice in mixed and all less known brands conditions 
paired with all well-known brands. 
 
 
3.2. Study 1 
 
Study 1 further examines whether mixed use of less known and well-
known luxury brands, compared to use of all well-known luxury brands 
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increases perceived social status. The task was same as that of Pilot study 
but this study focused on the higher status inference between mixed and all 
well-known brands conditions.  
 
Method 
181 participants were recruited through Amazon Mechanical Turk. Since 
hypothetical brand should work as less known brands, 1 response that 
recognized less-known brands as fake brand was excluded from the 
evaluation. Also, participants from Amazon MTurk may easily get distracted 
while participating, so the median absolute deviation (MAD) method (Leys, 
Ley, Klein, Bernard, and Licata 2013) was used to detect outliers in the 
survey duration data. First, obtained the initial median of the duration data 
and subtracted this median from each of the log-transformed durations. 
Then, took their absolute values and obtained second mediation; b = 1.4826 
(Huber, 1981) was multiplied to the second mediation to get the MAD value. 
Finally, first median plus minus 2.5 multiplied by MAD was used as 
“moderately conservative” (Miller 1991) range set. According to this survey 
data, range from -683.08 seconds to 1203.09 seconds were used for 
evaluation and 4 responses outside this range were excluded from analysis. 
Exclusion of 4 responses did not change the results (p < .001). Thus, 176 
responses (40.6% female, Mage = 35.17) rather than original 181 responses, 
were used for analyses. The stimuli was same as that of Pilot study (see 
appendix A; excluding less known condition). After examining two images 
side by side, participants were asked to choose one who seems higher in 
social status. Finally, demographic questions were asked such as age, gender, 
ethnics and open-ended question whether participants recognize the real 
purpose of the study. 
 
Results 
As expected mixed use of less known and well-known luxury brands (vs. 
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use of all well-known brands) single factor between subject design indicated 
significant higher status inference when less known(hypothetical) luxury 
brands were used together. Consistent with hypothesis, a binomial analysis 
found that proportion of higher status choice varied significantly depending 
on the mixed use of less known luxury brands. Participants were more likely 
to choose a person wearing both less and well known luxury brands (67%) 
as higher status than a person wearing only well-known luxury brands 
(33%) in the all well-known brands condition (p < .001; 2-sided). 
 
TABLE 3: 
Choice of High Status between mix and all well-known brands conditions 
 
Discussion 
Study 1 provides further evidence that although less known brand was 
made-up brand, participants still inferred higher status from mixed use of 
hypothetical and well-known luxury brands than use of only well-known 
luxury brands. Next, the underlying mechanism of this effect will be 
examined in study 2.  
 
 
3.3. Study 2 
 
Study 2 (N=255) used a single factor (mixed vs. all less known) 
between-subjects design to test whether presence of less known brands 
themselves increase perceived status. Study 2 examines the underlying 
process of the effect and thus, measures dissociate motive adopted from the 
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White and Dahl (2006). Also, previous research suggests that conspicuous 
luxury users are considered inauthentic (Goor et al. 2020), so the increased 
authenticity from less conspicuous use of mixed brands may explain this 
effect. Thus, Study 2 measures possible alternative explanation authenticity 
to test whether it explains this effect. 
 
Method 
255 respondents (46.3% female, Mage = 37.11) were recruited from M-
turk. They were randomly assigned to one of the two conditions: all less 
known brands or mixed (both well-known and less known) brands. 
Participants were asked to read the fashion coordination page excerpted 
from fashion magazine and imagine a person named ‘Sally’ wearing this 
outfit (see appendix B). Participants in all less known brands condition saw 
fashion coordination page with all less known (hypothetical) brands. Those 
in mixed brands condition saw a page with both less known (hypothetical) 
and well known luxury brands. Next, measured perceived status adopted 
from Dubois, Rucker, and Galinsky (2012). Participants were asked to 
evaluate ‘Sally’ on two dimensions of status (‘Sally’ has high status, is 
respected) and three dimensions unrelated to status (‘Sally’ is honest, nice, 
attractive). The order of dimensions were randomized.  
Then measured alternative explanation authenticity (2 items; α= 0.80; 
“Sally will use the brand ‘Galatee Florus’ to communicate her authentic 
identity,” “to express her authentic high-class identity”; Bellezza, Silvia, and 
Jonah Berger 2019) and measured dissociative use of high status (2 items; 
α= 0.78; “Sally will use the brand ‘Galatee Florus’ as a way to avoid 




Consistent with the previous studies, mixed use of less known and well-
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known luxury brands compared to use of all less known brands increased 
perceived social status. Those in mixed condition evaluated ‘Sally’ higher in 
status (Mmix =  5.74, SD = 1.21) than did those in less known brands 
condition (Mless = 5.43, SD = 1.32; t(251) = 1.96, p = .05). However, there 
was no such difference in other dimensions (respect, honest, nice, attractive; 
p > .1). This reinforces the notion that use of less known brands itself does 
not increase perceived social status but mixed use with well-known brands 
elevates high-end brand perception. Not all unfamiliar brands are high end 
brands but when the context signals unfamiliar brand as part of luxury, then 
the unfamiliarity increases the brand value perception and the social status 
of the user.     
 
Mediation by perceived dissociative motive. 
To provide the further evidence that higher status inference from mixed 
use of well-known and less known luxury brands is driven by perceived 
dissociative use of high status, mediation effect was assessed (Hayes and 
Preacher 2010). The relationship between mixed use of well-known and less 
known luxury brands on higher status inference was partially mediated by 
perceived dissociative motive. The confidence interval of the indirect effect 
did not include zero (.13; 95% CI from 0.01 to 0.26) (see figure 1).  
 
FIGURE 1: Study 2 mediation effect   
 
１７ 
NOTE.- mediation analysis with 5,000 bootstrap samples (model 4 in PROCESS; Hayes 
2013).  




Study 2 supports the prediction that use of less known brands itself does 
not always increases perceived status, but when the context information 
signals unfamiliar brand as one of the luxury brands then the use of less 
known brands elevates the perceived dissociative intention of the user and 
heightens the higher status perception. Also, authenticity did not explain this 
effect of inferring higher status from mixed use of brands, but perceived 
dissociative motive of high status explained this effect. Observers assume 
user’s desire to dissociate from other conspicuous luxury users when he or 
she uses less known brand with luxury brands.   
 
 
3.4. Study 3 
 
Study 3 (N=106) tested the moderating role of brand domain, employing 
2 (brand domain: luxury vs. non-luxury) x 2 (brand use: mixed vs. all 
well-known brands) between-subjects design. Participants were shown 
male fashion coordination page and were asked to evaluate ‘Steve’ wearing 
this outfit. We used the same status measure from Study 2. The effect of 
higher status inference from mixed use of less known and well-known 
luxury brands takes place when less known brands is considered one of the 
high-end brands that are communicated exclusively among genuine high 
class members. Thus, brand domain (luxury vs. non-luxury) should 
moderate this effect. When contextual brands are familiar non-luxury 
brands, mixed use of less known and well-known brands will no longer 
increase perceived status, because unfamiliarity in non-luxury context, 
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unlike in luxury, decreases less known brand value perception. There’s no 
merit of being exclusive in non-luxury context.  
 
Method 
106 participants were recruited from Mturk, and the median absolute 
deviation (MAD) method (Leys, Ley, Klein, Bernard, and Licata 2013) was 
used to detect outliers in the survey duration data. According to the median 
absolute deviation method, range from -17.61 seconds to 330.71 seconds 
were used for evaluation and 10 responses outside this rage were excluded 
from analysis. Finally, 96 responses (46.9% female, Mage = 30.98) rather 
than original 106 responses, were used for analyses.  
Participants were shown male fashion coordination page and were asked 
to evaluate ‘Steve’ wearing this outfit (see appendix C). There were total of 
4 stimuli differing in brand domain (luxury vs. non-luxury) and presence of 
less known brand (with hypothetical vs. no hypothetical brand). In the less 
known condition there was one hypothetical brand but in the all well-
known condition another well-known brand replaced hypothetical brand. 
Also, luxury and non-luxury context brands selected through pretest (see 
table 1) were used in each conditions. Next, the same status measure from 
Study 2 was used.  
 
Results 
As anticipated, there was significant brand domain (luxury vs. non-
luxury) and brand use (mixed vs. all well-known) interaction (F(1, 
92)=5.45, p=.02). The luxury condition replicated the result of study 1 – 
people inferred higher status from mixed use of less known (hypothetical) 
and well-known brands (Mmixed = 5.85) than from use of all well-known 
brands (Mwell-known = 5.23, t=2.08, p=.04). In the non-luxury condition, such 
difference was nonsignificant between conditions (Mmixed = 5.40, Mwell-known = 
5.83, t=-1.26, p=.21). Also, other dimensions (respect, honest, nice, 
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attractive, p >.1) were nonsignificant in all conditions. These results indicate 
a moderating role of brand domain. 
 
FIGURE 2: Study 3 moderation effect   
 
Discussion 
Study 3 supports the moderation effect that using less known and well-
known (vs. all well-known) brands together elicits higher status inference 
only when well-known brands are from luxury (vs. non-luxury) domain. 
Unfamiliarity exerts positive influence on luxury brand value perception, 
which is directly proportionate to exclusiveness and abstractness, but the 





Chapter 4. General Discussion 
 
This research examines how mixed use of less known and well-known 
luxury brands increases perceived social status. Due to the mass production 
of counterfeit goods and luxury products, the entry barrier of luxury has 
been lowered. Thus, high class individuals are seeking new prestigious 
signals to clearly express their social identity. This research suggests that 
observers infer high status individuals’ dissociative motive from the use of 
less known luxury brands - exclusively communicated only among top class 
members. In align with the predictions, participants inferred mixed less 
known and well-known luxury brands user compared to all well-known 
brands user as having higher status (pilot test and study 1). This effect is 
mediated by perceived dissociative motive – the desire to avoid association 
with lower class luxury users, not perceived authenticity (study 2). 
Furthermore, this effect prevails only when well-known context brands are 
luxury (vs. non-luxury) (study 3). 
One might argue that Herr’s (1989) finding seems to go against my 
predictions, since extremely expensive or inexpensive context brands evokes 
contrast effect regardless of one’s ability to interpret the context information. 
Luxury is part of extreme product category, but in this research luxury 
context brands elicit assimilation effect and participants even consider 
hypothetical brand as high-end brand, more valuable than the familiar 
luxury brands. This contradiction may be explained through ‘afunctionality 
hypothesis’, “domains operate more effectively as signals of identity when 
choice in them is less based on function” (Berger, Heath, and Ho 2005). In 
Herr’s studies luxury automobile brands were used as possessing strong 
characteristics of signaling identity. Although Ferrari and Benz are 
considered part of luxury brands, their high functionality hinders consumers 
to anticipate that less known brands may signal exclusiveness - high-end 
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brand value perception. Automobiles have more explicit functional 
interpretation so consumers are more likely to consider functional values 
when choosing these products. Therefore, unfamiliarity in automobile 





Chapter 5. Limitations and Future Research 
 
Contrast effect in the judgment stage 
However, initial impression assimilation on target(hypothetical) brand 
might not occur if the contextual information is not accessible or when it 
emphasizes distinctiveness. Distinct information with low feature overlap 
elicits contrast effect, whereas, high feature overlap elicits assimilation effects 
(Stapel and Koomen 2000; Stapel and Winkielman 1998). When 
encountering only one familiar brand, which is the low context salience 
condition, will set apart a familiar brand as distinct from other brands. 
More deviant from the boundary, more distinct the information will be, then 
familiar brand will serve as a standard of comparison rather than 
interpretation (2008). Thus, the contrast effect is more likely to occur in low 
context salience condition, eventually lowering the brand value perception 
of unfamiliar brand. Future research can further examine whether low and 
high salience of well-known brands exert different influences on 







Pilot Test & Study 1: Stimuli 
















Study 2: Stimuli 
Less known brands condition with all less known(hypothetical) luxury 
brands.  
 
Mixed condition with both less known(hypothetical) and well-known 





Study 3: Stimuli 
Luxury brand domain & Mixed brands condition 
(hypothetical brand indicated inside the red box; red box was not shown 
to the participants) 
 






Non-luxury brand domain & Mixed brands condition 
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초  록 
 
최근 일반 대중들의 유명 명품 브랜드 과소비로 인해 자신의 높은 지위를 
드러내기 어렵다고 느끼는 소비자들이 잘 알려지지 않은 명품 브랜드를 
찾기 시작했다. 본 연구에서는 잘 알려지지 않은 명품 브랜드의 소비가 
언제 다른 사람들로 하여금 높은 지위 유추로 이어지는지 살펴보았다. 그 
결과 네 번의 행동실험을 통해 잘 알려지지 않은 브랜드만 또는 잘 알려진 
브랜드만 사용하는 것 보다 서로 다른 인지도를 가진 브랜드를 함께 
사용하는 것이 잘 알려진 브랜드가 명품 브랜드일때 보다 높은 지위 유추로 
이어진다는 것을 확인하였다. 배경 브랜드(context brands)가 명품인지 
아닌지 여부에 따라 동화효과(assimilation effect)를 통해 모르는 브랜드의 
소속을 다르게 인식하였다. 결국 배경 브랜드가 유명한 명품 브랜드일때 
모르는 브랜드를 잘 알려지지 않은 명품 브랜드로 인식하게 되고 이는 
사용자에 대한 관찰자의 높은 지위 유추로 이어졌다. 이로써, 본 연구는 
최근 부각되고 있는 잘 알려지지 않은 명품의 소비가 어떻게 관찰자로 
하여금 보다 높은 지위 유추로 이어지는 확인하였다. 
 
주요어 : 명품 소비, 동화효과, 지위 유추, dissociative motive, 
assimilation effect 
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